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We are excited to have you with us here today. Forefront builds a vibrant social impact sector

for al l the people of I l l inois.We are the nation’s only statewide membership association for

nonprofits, phi lanthropy, public agencies, advisors, and our al l ies. We provide education,

advocacy, thought leadership, and project management to attract investment to the sector,

develop top talent, improve systems and policies, and build organizational capacity.

Hopeful ly you wil l find today's workshop helpful in

supporting your organization's mission and in fulfi l l ing

your own personal mission within I l l inois' vibrant

philanthropic community. We also hope you wil l

continue participating in Forefront workshops, uti l ize

our l ibrary services, and attend other events. Please

consider us for al l of your nonprofit resource and

education needs.

We hope you have a great workshop!

- The Forefront Program Team

A note about these materials:

This booklet is intended to supplement and

support the information contained in the

workshop presentation and is not a direct

copy of the PowerPoint sl ides. I t contains

additional information, sample documents,

external resources, and ample room for

note taking. I f you would l ike a copy of the

PowerPoint presentation, it is available for

download at the l ink provided on the back

cover of this booklet.
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The Funding Landscape
Total charitable giving in America rose for

the fifth consecutive year in 201 4.

Total Giving Reached $358.38 bil l ion, a

7.1 percent increase current dol lars and

a 5.4 percent in inflation adjusted dollars

from 201 4.

Total charitable giving has increased in

current dol lars every year since 1 974,

with the exception of the three years that

we declines: 1 987, 2008, and 2009. The

average rate of change in total giving in

current dol lars since 1 974 is 6.8 percent,

making the rate of change between 201 3

to 201 4 higher than average

The average year-to-year change in total

giving between 1 974 and 201 4 was an

increase of $8.1 2 bil l ion, making the

current-dol lar change in total giving

between 201 3 and 201 4 nearly three

times the 40-year average.

Download the Giving USA 2015
free report highlights and purchase other

Giving USA products at
www.givingUSAreports.org/201 5

Source: Giving USA Foundation / GIVING USA 201 5
all images ©201 5 Giving USA Foundation™
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I l l inois foundation giving reached a record $3.1 bi l l ion in 201 3, doubling since 2003.
Adjusted for inflation, giving rose 91 .4%. By comparison, giving by U.S. foundations

overal l rose 82% during this period. Adjusted for inflation, giving rose 44%

Despite the large share of grant dol lars targeting health and education in

201 3, a substantial ly greater share of the number of foundation grants

awarded to I l l inois recipients supported human services. Human services

grants tend to be smaller on average than in most other areas of foundation

Download the ful l Giving in I l l inois

report here:

https://myforefront.org/GIL201 5

SOURCE: Giving in Illinois, 2015. Based on circa 2013 grants awarded by U.S. foundations in the sample to recipient organizations in Illinois. Includes all grants of $10,000 or

more awarded by a national sample of 398 larger U.S. foundations, including 46 Illinois foundations. 1Includes civil rights and social action, community improvement and

development, philanthropy and voluntarism, and public affairs.
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Finding and Engaging Prospects
An overview of the process:

1 . Conduct prel iminary research

2. Prioritize your prospects:

Existing Donors

Lapsed Donors

Prospects with whom you have a connection

“Cold” prospects

3. Conduct in-depth research

4. Try to talk with the prospect before submitting the proposal or letter of inquiry

5. Follow the guidel ines

Some things to look for in your prospect research:

1 . Does the Prospect's interests match your priorities?

2. Does your organization or project meet the specifications of the Prospect's giving guidel ines?

3. What is the application process?

4. What is your best way "in"?

5. What should your cultivation strategy be?'

6. What are the key messages you should use to "sel l" this Prospect?

Notes
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John Hunter

Program Officer

Anywhere Community Foundation

625 Smith St.

Any City, XN 28905

Dear Mr. Hunter:

Thank you for reading this letter of inquiry to your Anywhere Community Foundation. We hope to determine your interest in receiving a full proposal for our

Any City Senior Center's Women's Outreach Pilot Program. We are respectfully requesting your consideration of a grant in the amount of $35,000.

This project is our first outreach to senior women in their homes. We are finding more and more elderly women are staying in their homes even when they

cannot get out to visit facilities such as our Senior Center. We plan to provide socialization opportunities, health and wellness information, and social services

when needed to women who are isolated from the community. Our pilot program fits squarely within your Foundation's areas of interest: health services for

seniors in Anywhere County; increasing outreach to the home-bound elderly; and helping providers of elder services to achieve greater reach within our

community.

Any City Senior Center, established in 1 985, is the largest senior center in our county, serving more than 400 seniors each day at our recently remodeled

facility. Our mission is to help seniors improve and maintain healthy, independent lifestyles through improvements in their quality of life. Our satisfaction rate

among the elders we serve is a very high 95%, according to our latest survey. We provide nutritious lunches, social opportunities, physical exercise

opportunities, and educational events throughout the year.

The senior population of our county is expected to increase by 30% over the next 20 years. Many of those seniors are expected to be at or below poverty

income levels and to be mildly to seriously disabled. Some of these home-bound elders can be brought to our community center with our existing fleet of five

vans that currently transport 25-35 clients each day. However, expanding the transportation system is costly and will not allow us to expand our services

enough for the increased number of home-bound seniors, some of whom cannot leave their homes at all.

Consequently, we are proposing the Any City Senior Center's Women's Outreach Pilot Program to test the practicality of bringing services to individuals in

their homes. We think that by using volunteers, supervised by one professional staff member (a social worker), that we can help expand the horizons of a

significant number of home-bound senior women. We have limited our pilot to women because of the preponderance of single women seniors in our

community. If the pilot is successful, of course, we would want to further expand our programs to include men and couples who are home-bound.

Our one-year pilot program objectives include 1 ) establishing once-weekly visits to 50 home-bound women; 2) recruiting 1 00 volunteers to make those visits

on a rotating basis (many of the volunteers we expect to recruit from our current elders who visit our facility); and 3) improving the health and activity levels

of those visited as measured by several available survey tools, used at pre-set intervals throughout the year.

Some of the activities that we plan to include in our home visits include cooking lessons that incorporate easy-to-prepare and nutritious food; teaching simple

exercise routines suitable to each elder's physical condition; the introduction of socialization through the playing of board and card games; simple tests of

mental capacities and the introduction of common methods of combating loneliness and depression, loss of memory, and lack of mental stimulation.

The total cost of our pilot program for one year is $70,000. Half of that has already been committed from both the county government and other funders.

Your investment of $35,000 will complete the funding we need to fully implement the pilot project. Our board of directors is enthusiastic about the project,

and we already have a number of volunteers who have expressed interest.

We look forward to partnering with your foundation on this exciting project. If you have any questions or would like to receive a full proposal, please feel free

to contact me at 490-982-1157 (or by email at jlikely@srcntr.org). We deeply appreciate your consideration of our request and look forward to hearing from

you soon.

Sincerely,

Janet B. Feelgood

Executive Director

Any City Senior Center

P.S. I enclose our latest annual report and catalog of activities offered at our Senior Center.

Sample Letter of Inquiry
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Notes

Outline of a proposal:

I . Introduction: (Includes your request and organizational information)

I I . Problem or Needs Statement

I I I . Proposed Project

i . Goals and Objectives

ii . Activities

i i i . Time Frame

iv. Evaluation

v. Proposal Summary and Grant Request

IV. Appendices

i. Project budget

The Proposal
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Sample Needs Statement

The need for the Breast Cancer Prevention Project is great. The American Cancer Society estimates that 203,500 new cases of

invasive breast cancer are expected to occur among women in the United States in 2002. Of that number, 5,345 will be in Every

County. In comparison, of each state’s 48 counties, the second highest incidence rate is projected to be in Big County, with 1 ,850 new

cases. Similarly, Every County leads the state in deaths anticipated from breast cancer in 2002 (with 1 ,1 60), with Big County again a

distant second (with 395 anticipated deaths).

Women who have breast cancer and who are employed may lose or need to leave their jobs or take significant amounts of time off for

treatment, resulting in lack of a source of income. Or they may find their incomes drained by the costs of health care. They may also

lose their health insurance, custody of their children, or their housing because of discrimination or periodic hospitalization.

Some women stay in abusive relationships to keep their insurance; even if a woman has access to coverage, many insurers will not

cover a breast cancer survivor for up to ten years after recovery. Many of the women we serve have been diagnosed with Stage IV

cancer, meaning that they do not have ten years, nor will they recover. The illness itself, plus weeks or months of treatment, often

causes women to become fatigued, depressed, and malnourished. The need for preventive outreach and early detection is clearly great.

The groups targeted for outreach through this project are among the most under served women for health education services: women

of color, homeless women, and lesbians, all of whom are low-income and aged 40 and over.

The causes of breast cancer are not fully known. Risk factors include heavy exposure to radiation, excessive alcohol consumption, poor

nutrition, lack of exercise, stress, smoking, exposure to hormones, aging, family or personal history of breast cancer, and race. In

addition, according to the Breast Cancer Fund, hundreds of scientific studies have drawn links between cancer and exposure to toxic

chemicals found in the environment. Furthermore, scientists have identified two specific genes that are important in the development

of breast cancer.

Women who are homeless do exhibit several of these risk factors because of their living situations, including alcohol and drug abuse,

which is common. Lesbian women may receive inadequate health care because of poor treatment from providers who are

uncomfortable with them. Immigrant women of color who do not speak English well may be afraid to seek health care if they are

undocumented. For these reasons and more, the project is crucial to the women of this community.

If the project were not undertaken, low-income Port Beach–area women at risk for developing breast cancer would not be able to

receive — in their own communities — health education and prevention services designed to minimize their risk. Since the women we

serve are low-income, including some who are homeless, they have limited access to similar resources that may be available in other

areas. The fact that SAK’s House goes directly into shelters means that we reach women who would ordinarily not access health

education services, those who are at highest risk for serious health problems.

*Reprinted from Winning Grants Step by Step, Third Edition, 2008, John Wiley & Sons, Inc.

Source: http://nonprofit.about.com/od/foundationfundinggrants/a/needstatement_2.htm
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Attributes of goals vs. objectives

Differences in scope
Goals are broader than objectives in the sense that goals are general intentions and are not

specific enough to be measured. Objectives are narrow and are set for certain tasks in

particular.

Specificity
Goals are general while objectives are specific. Goals are just general intentions towards the

attainment of something while objectives are precise actions for accomplishment of a specific

task.

Tangibility
Goals may be intangible while objectives ought to be tangible. Goals may be directed at

achieving non-measurable things while objectives may be targeted at getting measurable

things or tasks.

Differences in time frame
Both have a certain time frame. Goals usually have a longer time-frame than objectives.

Objectives are usually precise targets set for a short term. Goals may be set for a longer term

but many objectives may be set within that goal.

Measuring goals and objectives
Goals may or may not be measured but in most cases objectives are measurable.

Other thoughts to consider

- Tie your goals and objectives directly to your need statement.

- Include all relevant groups and individuals in your target population.

- Always allow plenty of time to accomplish the objectives.

- Do not confuse your outcome objectives for methods.

- Figure out how you wil l measure the change projected in each objective. I f there is no way to

measure an objective, it needs to be changed.

- Don't forget to budget for the evaluation (measurement) of your objectives.

adapted from:
nonprofit.about.com & www.diffen.com
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Possible Attatchments

Remember only to include REQUESTED attachments. This l ist is comprehensive and

represents a range of possible requested attachments you might see from funders.

Typical ly, however, funders only require the first four items. Many wil l want a grants l ist

and perhaps a list of major donors. Fewer funders wil l ask for an annual report or letters of

support. I t is important to include any required attachment. Do not include other

attachments unless they are vital to your

organization or proposal. Consider, though, that

if they are vital ly important, you should already

have mentioned highl ights from them in the

proposal itself. For example, if you are a theater

company, rather than attaching copies of al l the

excellent reviews for a production, your proposal

should state that al l the city’s major newspapers

gave the show positive reviews as did five (or

some other number) of neighborhood weeklies,

you were nominated for a Jeff award, etc. This

information should be summarized and

highl ighted to show off your strengths rather than

mentioned as an attachment.

- 501 (c)3 Letter from IRS

- Audit (or a copy of IRS Forms 990)

- Current Financial Statement

- List of Board of Directors

- List of Grants for this Project

- List of Major Donors

- Annual Report

- Brochures & Publications

- Newspaper cl ippings

- Letters of Support

The Proposal Package

The Cover Letter

A cover letter is an opportunity to highl ight the one or two most important and distinctive

characteristics of your organization or project. I t might highl ight the promised impact, for

instance. I t also provides the opportunity to try to establish a close connection between

your two organizations’ interests or to acknowledge an existing close connection to the

funder and express your gratitude for past investments.

Now that more and more proposals are submitted electronical ly, there are fewer

opportunities to add this extra bit of personalization. The cover letter may also take the

form of an e-mail to which the proposal, budget and other documents are attached.



17

Notes



18

After Submitting

What to do:

1 . Acknowledgement

Say Thank You! Say it early, say it often.

2. Fulfi l lment of Obligations

Spend the money how you said you would.

I t’s your responsibi l ity to make sure program is implemented.

3. Reporting

Keep a fi le of when reports are due.

Send a report even if one isn’t requested.

4. Recognition

Do what you said you would.

Make sure it’s agreed upon in proposal/grant agreement

Recognize the funder as the funder prefers to be recognized.

(Some foundations/funders prefer to remain anonymous)

5. Cultivation

Back to the beginningNmove toward next sol icitation.

When do you begin to position your organization for the next “ask”

What’s at stake:
Payment of pledge by this funder.

Future grants from this funder.

Your organization's reputation among the volunteer and grantmaking community.
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Other Resources

Online Resources

Foundation Center

www.foundationcenter.org

National organization with free Internet resources as well as fee-based programs and foundation

research directories. Includes l inks to free resources and tutorials for proposal writing and

budgeting.

Forefront

www.myforefront.org

Founded in 1 974, we are the nation’s only statewide membership association for nonprofits,

phi lanthropy, public agencies, advisors, and our al l ies. We provide education, advocacy, thought

leadership, and project management to attract investment to the sector, develop top talent,

improve systems and policies, and build organizational capacity.

Guidestar

www.guidestar.org

Provides access to 990 tax returns of foundations and nonprofits. Useful for identifying similar

projects and organizations funded by a particular foundation as well as for identifying appropriate

request amounts based on similarly projects that have received funding.

Grant Space

www.grantspace.org

Provides multiple resources related to grantwriting including sample proposals and webinar

training. A service of Foundation Center.

About.com (Nonprofit Charitable Organizations)

nonprofit.about.com

Provides sample documents for several proposal components including needs statements, letters

of inquiry, and thank you letters.
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Prepared by Serendipity Consulting
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The Negotiated Ask

Prepare in advance for two fall­back positions ­ the first on timing,
the second on the $$ amount.

Then, be prepared to negotiate

We would l ike you, ABC Corporation to consider a commitment of $50,000 to this project

over two years and an additional commitment of 30 pieces of equipment.

YES

Thank You!

THE EQUIPMENT'S OK BUT THAT'S TOO MUCH MONEY.

Would it be more manageable to make the cash commitment over three years?

NO

We would very much like to have your leadership on this

project. Would you consider a gift of $30,000 instead?

NO

What would work for you at this time?

$________

Thank You!

I NEED TO THINK ABOUT IT

Establish next steps

YES

Thank You!

YES

Thank You!

For Example:
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Active Verbs for Grantwriting
“The passive voice is convoluted; it takes the energy out of your writing and makes your

message flaccid. I t is absolutely homicidal - it ki l ls the people in your prose. . . . The passive

voice invariably comes across as pontificating, patronizing, talking down. I t sounds insincere,

even dishonest, and it makes the reader uncomfortable, not trusting, though usually the reader

cannot put her finger on why.” -- Henriette Anne Klauser, Writing on Both Sides of the Brain

“Suitable verbs don't usually rol l off the keyboard at the right time; they must be selected, more

or less consciously, from a wide range of possibi l ities.” – Peter Richardson, Style: A Pragmatic

Approach

For a powerful and energetic proposal, avoid passive verbs – was and were – that hide the

agent of action. Avoid static verbs that lack movement: am, is, are, be, being, been, had, have,

has, do, did, does, could, should, would. Replace overused verbs (get, went, put) with more

precise active verbs.

achieve

allow

analyze

announce

appeal

apply

assemble

assess

assist

balance

become

begin

believe

belong

bring

change

choose

clarify

coach

combine

compare

compose

conclude

connect

constitute

contain

contrast

coordinate

creates

decide

define

demonstrate

depend

design

develop

diagnose

differ

direct

discuss

distinguish

educate

elevate

engage

ensure

entai l

envision

equal

establ ish

evaluate

excel

exemplify

exhibit

experiment

explain

extend

find

focus

form

give

help

hinders

identify

i l luminate

i l lustrate

implement

include

indicate

inform

inspire

instruct

intend

introduce

invent

invest

investigate

involve

know

lack

lead

learn

maintain

make

manage

modify

motivate

move

negotiate

need

observe

occur

offer

operate

organize

perform

plan

portray

prepare

prevent

produce

prohibit

promote

provide

pursue

realize

receive

recognize

refine

reflect

rely

remain

remind

report

research

restore

result

return

require

reveal

review

sample

search

send

show

signal

specify

start

state

suggest

support

survey

synthesize

taught

teach

tend

test

translate

try

understand

use

validate

verify

wish

work

write

wrote

Source: http: //grantproposal.com/proposal_verbs_inner.html
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SURVEY LINK:
www.surveymonkey.com/r/PW101FY16

THANK YOU!
We appreciate you taking part in our workshop today. We sincerely hope you've gained

some new knowledge to take back to your organization and hopeful ly have made some

new contacts as well .

We are commited to bringing you the highest quality educational opportunities and value

your feedback about today's workshop. Please take the time to complete a short survey

about your experience here today. At the end of the survey, you wil l receive a link where

you can download a copy of today's PowerPoint presentation.

Thanks for your help in improving this workshop.

- The Forefront Program Team

Founded in 1974, we are the nation’s only statewide membership association for

nonprofits, philanthropy, public agencies, advisors, and our allies. We provide education,

advocacy, thought leadership, and project management to attract investment to the

sector, develop top talent, improve systems and policies, and build organizational

capacity.

Together, our efforts help educate children, shelter the homeless, enrich the arts, and

address a host of other critical issues to create healthier and more vibrant communities

throughout Illinois.

Become a member by visiting https://myforefront.org/join­movement.




